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Abstract 
Cultural industry is one of the fastest growing industries and the added value of culture industry is almost more than 
10% of GDP in developed countries. This paper first introduced the boundaries of cultural industries and the 
development of that in Tianjin. Then the logistic growth model was used to detect the stage of the life cycle of culture 
industry in Tianjin. We draw the conclusion that culture industry is in the rapid growth stage in Tianjin, and we must 
take scientific development, increasing innovation through structural reform, technological advances, personnel 
training and other measures to promote the cultural industry development in Tianjin by leaps. 
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1. Introduction 
The term culture industry was used for the first time in the book Dialectic of Enlightenment, which 
published in Amsterdam in 1947. The significant economic impact of the arts challenges the perception 
that the arts are only worthy of support in prosperous times, but hard to justify when the economy is 
struggling. One of the hottest paradigms in cultural studies today is cultural economy, thinking culture 
into the economy and examining it as an industry rather than as a discourse. The  growing  awareness  of  
the  economic  importance  of  the culture  industry  has  led communities across the country to view 
investment in this industry as a vital strategy for economic and  community  revitalization.   Local policy 
makers understand culture generate commerce for local businesses. They also realize that a flourishing 
and vibrant arts and culture environment acts as a powerful magnet that attracts visitors and strengthens 
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local tourism. Consequently, there is a growing understanding that investing in the nonprofit arts and 
culture industry not only makes communities more attractive, but has a positive effect on the economy as 
well.
2. Literature review 
British Communication Studies scholar Jim McGuigan attributed the paradigm crisis of contemporary 
cultural studies to its separation from the political economy of culture. He made a clarion call for 
rejuvenating a production-centered approach to consumer culture. His proposal was simultaneously a 
criticism of the dominant populist, consumption centered paradigm that valorizes the active audience,’ 
namely a sovereign consumer subject who is not controlled by the economic raison d’etre of the culture 
industry (McGrigan, 1992[1]).  How to put the genie back into the bottle - to reintroduce the ‘economic’ 
into critical paradigms without falling right back into Marxian economic determinism remained a 
provocative, yet unfulfilled mission.    
1992 was the same year when the Center for the Humanities at Wesleyan University in Massachusetts 
grouped together a team of cultural theorists and executives from various sectors of the American culture 
industry to participate in a semester-long seminar titled “Making and Selling Culture ” (Ohmann, 1996[2]).
That was a remarkable attempt, sponsored by the Coca-Cola Foundation, of academic critics to reach out 
to cultural producers to explore how the latter imagine markets and consumers, and to ask if they 
knowingly create and shape our wants.  Methodologically, this seminar initiated a module that came 
closest to overcoming the epistemological split between production-centered and consumption-centered 
approaches to inquiries of culture understood in material terms, namely as a sector.   Fast-forward to the 
early twenty-first century, the current hype on cultural economy in cultural and media studies acquired an 
added value because this time, it is not just the academics in the ivory tower who are championing this 
analytic cause. More significantly, a cultural turn gathered its momentum in the corporate sector, 
according `culture’ a crucial role in economic and marketing practices on one hand, and in the 
enhancement of organizational performance, on the other. However minor a trend, it is also worth noting 
that within the discipline of economics, a critical mass of economic geographers proposed to look at 
economics as a set of cultural, discursive constructs that actively frame the market. It follows that the 
market does not exist prior to the descriptions of it as some objective, a priori law (de Gay and Pryke, 
2002[3]).  Economic theory is seen as an ensemble of discursive constructs actively shaping economic 
realities (Callon, 1998, 2000[4], [5]). 
3. Emprical research 
For the culture industry, the international community has not formed consistent definition. In 2004, 
National Bureau of Statistics developed and published the concept of cultural industry in China, defined 
as: providing the public culture, entertainment products and services, activities and the activities 
associated with the collection of activities. According to the definition of cultural industries related to our 
current national Industrial Classification (GB/T 4754-2002) of the 80 industry sectors, culture industry 
was divided into 9 categories, namely: (1)News Service (2) publishing and copyright services (3) radio, 
television, film services (4) arts and cultural services (5) network of cultural services (6) cultural and 
recreational services (7) other cultural services (8) cultural goods, equipment and related cultural products 
(9) cultural goods, equipment and related sales of cultural products.[6],[7] In addition, in order to meet the 
research needs of the cultural system, culture industry was divided into the core layer, outer layer and the 
associated layer 3 levels, the core layer comprises (1) to (4) four categories, reflecting the traditional 
sense cultural industries; outer layer comprises (5),  (6),  (7) three categories, reflecting the development 
of reform and opening up the cultural industries; associated layers, including (8) and (9) two categories, 
mainly reflecting the related cultural services.
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A.  Data 
Recent years, with the municipal government implementing a series of initiatives, the cultural industry 
in Tianjin accelerated step by step. 
Table 1 Culture Industry Development        100million
Tianjin
GDP 
Tianjin Culture 
Industry Added 
Value
Tianjin Culture Industry 
Added Value/Tianjin GDP
2004 2932 67 2.28% 
2005 3664 80 2.19% 
2006 4338 103 2.37% 
2007 5018 116 2.31% 
2008 6354 196 3.08% 
2009 7501 255 3.40% 
Culture industry grew from 6.691 billion RMB to 19.598 billion RMB in 2008 and the average annual 
growth rate was 30.8%. In 2008 the cultural industry accounts for the same period gross domestic product 
(GDP) 3.08% and in 2009 the cultural industry was up to 25.5 billion, an increase of more than 30% over 
the same period the city's total gross domestic product ( GDP) share of 3.4%.[8] 
Figure 1 Tianjin Culture Indutry Development 
B.  Logistic growth model 
The identification and forecast of industry life cycle is mostly modeled by the product life cycle model. 
Although the industry life cycle is divided into four stages, but the critical phase is not obvious. So to 
identify the every stage of industry life cycle, we often use qualitative plus quantitative methods. 
Qualitative methods was used by analogy, namely the use of an unbalanced development in the space 
industry, the difference between backward areas and developed areas determining the stage of 
development of backward areas. Quantitative methods were used to determine the growth curve model, 
which is based on industry life cycle to use mathematical equation to fit the time series of the industry. 
Growth curve model:  
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This model often used to describe organism growth and development. Where k and 0 respectively 
represent upper and lower limits of growth, a and b are parameters to be estimated. 
According to the status of the development of the culture industry and the world transformation of a 
typical national culture industry experience, combined with estimates given by experts to determine the 
saturation scale of Tianjin's culture industry. Under the existing technology and production conditions, 
the effective size of the culture market is about 300 trillion RMB. We got the regression equation. 
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t statistic and R2 statistic of the regression equation both are significant, so the effect of fitting the 
model is very good, reflecting Tianjin's culture industrial output trends over time. So far, the culture 
industry's development has reflected the slow growth rate of output, but over time, the culture industrial 
output growth rate will increase, the ultimate expression of the slow - fast - slow trend was got. 
Figure 2 Logistic Growth Model 
At present, Tianjin culture industry is facing a rare historical opportunity, we must take scientific 
development, increasing innovation through structural reform, structural adjustment, resource integration, 
technological advances, personnel training and other measures to achieve the cultural industries in Tianjin 
by leaps and bounds. Cultural management department should change the model from set up culture to 
management culture, and management method should focus on the entire industry. By deepening the 
reform, we should gradually establish and improve the administrative management system, culture, public 
service system and the market system and promote the culture of Tianjin and cultural industries and 
prosperity. Improve the cultural industry policies and regulations, establish a fair and efficient market 
supervision system. Under the national laws and regulations , combining the actual situation of Tianjin, as 
soon as possible to encourage cultural industry development group of local regulations and policies, 
particularly in market entrance, investment and financing system should be a major breakthrough areas. 
Effective protection of intellectual property rights, against all kinds of commercial fraud, elimination of 
all kinds of social evils breeding ground, to ensure healthy and prosperous cultural market. 
Tianjin should continue to maintain and expand the advantage in art education and art training. 
Compared with other industries, the development of cultural industry needs professional view, and good 
management of personnel, in particular its vigorously develop technological innovation, capital operation 
1356   Li Shu-sheng /  Physics Procedia  25 ( 2012 )  1352 – 1356 
and human resources, culture, talent brokers, digital technology personnel, network game development 
professionals and management personnel and other media industries.  
4. Conclusion 
Cultural industry is one of the fastest growing industries and the added value of culture industry is 
almost more than 10% of GDP in developed countries. Recent years, with the municipal government 
implementing a series of initiatives, the cultural industry in Tianjin accelerated step by step. This paper 
used the logistic growth model to detect the stage of the life cycle of culture industry in Tianjin. We find 
that culture industry is in the rapid growth stage in Tianjin, and we must take scientific development, 
increasing innovation through structural reform, technological advances, personnel training and other 
measures to promote the cultural industry development in Tianjin by leaps. Tianjin should continue to 
maintain and expand the advantage in art education and art training. Compared with other industries. 
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